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PREFACE 
Literary as we know is one of the most 
.«^^> -critical problem, our, CQuntry is ,facing, today. It is 
not possible for any country to develop or survive if 
A /. .its population is not literate. Due to illiteracy our 
country is getting through a lot of problems such as 
high growth rate of population, corruption at every 
level of our entire system, un-awareness regarding the 
norms and values of the society. Today illiteracy is 
one of the mo'st important social problem which is like 
a black spot on our society, under which our countries 
major part i.e. the Rural areas are affected, which 
form 79.67o of the Indian population. Realising the 
situation our Government is doing a lot in this field 
and their efforts have also been proved fruitful in 
some parts of our country such as in Kerala which has 
attained the target of 90.6% of literacy. But 
unfortunately in the northern states such as U.P., 
we are still lacking behind. 
We have vast number of rural schools and adult 
education centres but still the number of people 
getting the education is below the target. 
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As we are living in a democratic country we 
can only motivate the rural people through advice, 
persuation and volunteering. Since Audio/Visual Media 
covers almost the hole of population now, it is the 
most effective means to communicate with the people. 
This gave rise to the concept of social advertising 
which is done for the general benefit of the society. 
This study has been conducted to study the impact of 
literacy advertisements on rural masses and to observe 
that upto what extent the rural masses are getting 
aware of the rural campaigns. 
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INTRODUCTION 
We know that the majority of our country's 
population live in rural areas, the problem of 
literacy is centred there, where 86.6% of the 
illiterates resides as against the rural population 
forming 79.6% for the total population. 
The government began its process of 
restructuring the whole pattern of rural education to 
make it an effective instrument and to. take the 
country into the 21st century. The continuous efforts 
of the Indian Government have also proved fruitful as 
we can see that the literacy rate during this period 
has increased from 43.6% in 1981 to 52.1% in 1991. Not 
only the percentage during 1981-1991 is increased than 
that of the earlier decades, the literacy rate of 1991 
has crossed the land mark of 50%. The national 
education policy approved by the Parliament in 1986 
accorded a very high priority to the programme of 
universalisation of rural education to ensure 
essential and minimum education to the rural people of 
at least the age group of (15-45) years. There was a 
significant event in 1988, which was the setting up of 
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national literacy authority to manage the national 
literacy mission aimed at achieving 80%, literacy in 
rural areas and stress is being given to the age group 
of (15-45), 
Although it has not been possible to attain 
the goal of universal enrolment, the progress achieved 
in increasing the literacy is pretty good, as the 
literacy rate in rural areas which was 36% in 1981 
improved to 44.27o in 1991. In some areas of India 
suggest Kerala, literacy has been recorded upto 90.6% 
followed by Mizoram, Lakshadeep, Chandigarh, and Goa 
where it was more than 75%,. 
At the lowest end was Bihar with 38.5% 
preceded by Rajasthan, Dadra and Nagar Haveli, 
Arunachal Pradesh, Madhya Pradesh and Uttar Pradesh 
where the literacy rate was below 45%,. The literacy 
rate from 1981-91 in Delhi was below 5%, because of 
very high population growth rate. From 1991 data of 
illiterates it is observed that more than half of the 
illiterates of the country are concentrated in 4 
states of Bihar, Madhya Pradesh, Andhra Pradesh and 
Uttar Pradesh forming 65.6 million of Indian 
population. It is obvious that more and more 
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concentration has to be paid in these states of India. 
A UNESCO survey of 20 countries of Asia-Pacific region 
shows that India with an illiterate population of 
56.57c, in the 15 Plus age group is better off then only 
4 countries i.e. Pakistan, Afghanistan, Bangladesh, 
and Nepal. By the turn of the century, India will have 
one . in every two of the worlds illiterates. The 
national literacy mission has been alloted the sum of 
550 crores for the purpose of the promotion of 
literacy, it will be no easy task to make 100 million 
people especially the age group of (15-45) functionally 
literateby the end of 1995. 
To help it out the government and other 
private institutions has taken the help of social 
advertising is done for the purpose of the general 
welfare society. Although the nature of the social 
advertising is non-commercial, but by getting aware of 
its potential in India, more and more business houses 
are making use of it in their commercial purposes. In 
the present Scenario of social advertising, the 
advertiser are making use of T.V., Radio and other 
means which have very strong role to play in effective 
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promotion and presentation of literacy and other 
socially oriented programmes. The role of social 
advertising became important and attractive because of 
the huge audiance they command today. The 
advertisements which are designed for the promotion 
purposes have been kept simple and to the point, so 
that the rural masses could grasp the message easily. 
These advertisements try to convey the 
importance of the literacy in a very simple and plain 
language. These advertisements try to create awareness 
amongst the target groups and try to motivate tem to 
action in various ways. Various literacy 
advertisements have been designed to convey the 
message that literacy equips an individual to lead a 
better life. It helps him or her not to be dependent 
on others, to have better job prospects and so on. 
There are other advertisements which try to motivate 
literate people to act as volunteers and help make 
this programme a mass movement. Thus these 
advertisements try to convey a sense of achievement 
amongst the literate when the teach an illiterate. 
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Almost all the social organisations are busy 
in promoting the concept of literacy among rural 
masses, as they are aware about the potential of 
social advertising in India. 
Due to the continuous efforts of the 
Government and other social organisations towards 
the promotion of literacy awareness in the rural 
areas, the progress is remarkable as we can see it 
in the following table. 
Year Area (Literates) (Male) Female (in 
millions) 
1981 Rural 17.61 104.30 43.31 
(36.07o) (49.6%) (21.7%) 
1991 Rural 228.01 151.59 76.42 
(44.2%) (57.0%) (36.6%) 
Excludes Assam where 1981 census was not held. 
Excludes Jammu & Kashmir where 1991 census was not held. 
SOURCE : National Institute of Adult Education,New Delhi 
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The rural area of Aligarh District of 
Uttar Pradesh have also showed a considerable 
improvement in the literacy rate as the rate was 
about 38.17c in 1981 rose to 44.6% in 1991. 
But the literacy rate in the concerned 
area of Aligarh District is quite disappointing as 
the literacy rate was only 287o as a whole, while the 
literacy rate in the age group of (15-45) is merely 
12.67o. But we can not blame the advertising people 
for it, the basic facilities such as lack of 
education centres, dedicated teachers and good 
infrastructure is lacking there. 
The gradual but steady growth in the 
literacy rate of rural masses on the state as well 
as national level can be attributed to the social 
advertising, which is contributing a lot for the 
betterment of the society. 
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OBJECTIVES 
(1) To assess the impact of audio/visual 
social advertising on rural masses. 
(2) To assess the awareness level of rural 
people about literacy. 
(3) To assess whether there is any 
attitudinal change in rural areas due to 
exposure of the advertisements. 
(4) To know about the awareness and 
involvement level of various government 
officials and teachers. 
(5) To assess the effectiveness of these 
advertisements from implementation point 
of view. 
(6) To suggest ways and means for the 
improvement of the advertisements. 
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METHODOLOGY 
(1) Based on the topic of the study, it was 
decaded to conduct a survey covering men 
and women in the age group of 15-45 
years. 
(2) It was decaded to conduct this survey in 
10 villages falling under Aligarh 
District. 
(3) 15 persons were interviewed in each 
village. 
(4) After considerable deliberations it was 
decaded that personal interview, with the 
hip of structured questionnaire, would be 
the best way of collecting the required 
data. 
(5) Based on the objectives of the study a 
questionnaire was formulated. 
(6) The respondents were chosen based on both 
both convenient sampling and purposive 
sampling. 
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(7) A separate questionnaire was designed to 
interview the govt, officials involved in 
the implementation of literacy 
programmes. 
(8) Though the scope of study on social 
advertising is very wide, due to time 
constraints, only literacy have been 
chosen for this study. 
ASSUMPTIONS 
(1) It is assumed that the survey conducted 
in ten villages, reflects, by and large 
rural scenario in the villages of this 
part of Uttar Pradesh. 
(2) The respondents covered in each of the 
age group and sex are representative of 
that age group and sex. 
(3) It is assumed that the response given by 
different respondents are unbiased, 
honest and frank. 
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DATA ANALYSIS AND INTERPRETATION 
Awareness about National Literacy Mission 
Men 7o Women % Total % 
No 
Yes 
85 
15 
85 
15 
43 
07 
86 
14 
128 
22 
85.3 
14.6 
This question was asked to assess the 
awareness about national literacy mission amongst 
rural people. 85% of men and 86% of the women who 
were interviewed on this question without providing 
any aid - were not aware of literacy mission and 15% 
of men and 14% of women could faintly recall it. 
2. 
Urge for further education 
No 
Yes 
CANT SAY 
Men 
25 
65 
10 
% 
25 
65 
10 
Women 
12 
32 
06 
% 
24 
64 
12 
Total 
37 
97 
16 
% 
24.3 
64.0 
10.6 
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This question was devised to find out 
if there was an urge to study or get educated if 
proper conditions were created. 65% of the men and 
64% of the women responded positively. Whie, 25% of 
the male and 247o of the female responded negatively 
and 10%, of the men and 12%, of the female were not 
sure, whether they would study or not and replied 
cant say. 
3. Do you think you can find the time to study 
No 
Yes 
Cant say 
Men 
17 
70 
13 
% 
17 
70 
13 
Women 
06 
40 
04 
% 
12 
80 
08 
Total 
23 
110 
17 
% 
15.3 
73.3 
11.33 
There inclination for education was 
tested by asking whether they have the time to 
study. To this 707o of the men and 80%, of the women 
respondents felt that they could find the time to 
study. On the other hand 17% of the men and 12% of 
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the women said they could not find the time to study 
while WL of the men and 807o of the women could not 
say anything. 73.3% of the total respondents felt 
that they could find the time to study. 15.3% felt 
that they could not find the time and 11.337o could 
not respond to the question. 
4. Awareness about government run literacy programme 
No 
Yes 
Cant say 
Men 
37 
60 
03 
7o 
37 
60 
03 
Women 
15 
30 
05 
7o 
30 
60 
10 
Total 
52 
90 
08 
1 
34.0 
60.0 
05.3 
This was un-aided question which was 
asked to the respondents about there awareness of 
atleast one government run literacy programme. 607o 
of men and 607, of women were aware of atleast one 
programme. 377. of men and 307, of women could not 
name even one literacy programme. 37, of men and 107. 
of women could not say anything. 607o of the total 
respondents were aware of atleast one programme. 347. 
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were not aware and 5.37o were not sure. Those who 
were aware of atleast one programme named mainly 
adult education programme. 
5. Awareness about Audio/Visual or Print 
Advertisement on literacy 
Men 7o Woem \ Total 7. 
No 
Yes 
Cant say 
30 
65 
05 
30 
65 
05 
32 
15 
03 
64 
30 
06 
62 
80 
11 
41.3 
53.3 
07.3 
This was another un-aided question 
asking them to name or describe any T.V./Radio or 
Print Advertisement on literacy they had seem. 657. 
of men and 307o of women could name or describe 
atleast one T.V./Radio or Print Advertisement on 
literacy. An aggregate of 41.37. of men and women 
were not able to recall or clearly describe an 
advertisement on literacy. 7.37o of the respondents 
were not sure about it. 
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6. Awareness about T.V. ad/serial with aided 
question 
Men Women % Yes % No 
Yes No Yes No 
Adult literacy 85 15 32 12 66.6 18.0 
Operation black 
board 02 98 03 47 03.3 96.6 
Jana Shiksha 
Nilayam 04 96 0 50 02.0 97.0 
Chauraha 08 92 02 48 06.6 93.0 
With the help of this aided question it was tried 
to assess whether the respondents were familiar with these 
terms. One of these terms was a T.V. serial based on 
literacy. While others are continuously exposed through 
various advertising mediums. 
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7. Advantages^of T.V./Radio•literacy advertisement 
Men Women 7o Total 
Increase 
awareness 62 62 36 72 92 65.3 
Motivate 
people to 
get 
educated 40 40 28 56 68 45.3 
Improve 
living 
standard 55 55 15 50 80 53.3 
This question was designed to get the 
perception of the respondent about the apparent benefits of 
showing these advertisements. 62% of men and 72% of women 
chose the alternative which said these ads. increased 
awareness. 40% of men and 56% of women said that, they 
motivated the people to get educated, while 55% of men and 
50%, of women felt that it helped to improve the standard of 
living. Of all the respondents 65.3% felt these ads 
increased awareness, 45.3% felt that they motivated the 
people to get educateand 53.3% felt that they helped to 
improve standard of living. 
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8. Advantages of greater literacy 
Men 7o Women Total 7o 
Increases 
understan-
ding 80 80 44 88 124 82 
Better 
life 70 70 35 70 105 70 
Can get a 
job 88 88 14 28 102 68 
Decreases 
dependents 55 55 30 60 85 56.6 
This question was asked to know what they 
percieved were the advantages of being literate. Quite of 
you advantages were listed by the respondents to this open 
ended un-aided question. 807a of men and 887o of women said 
it helped to increase understanding about daily affairs and 
made them more knowledgeable. 707. of men and 707o of women 
said it help them to lead a better life, in terms of taking 
care of their children and making them good citizens. 887o 
of men and 287, of women felt that it would help them to get 
a better job which in turn will help them to improve their 
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financial conditions and finally 557o of men and 60% of 
women said that it would make them more independent i.e. 
decrease their dependance on others. 
9. Do you have any educational centre or school in your 
village 
Men % Women 1 Total % 
No _ - - - _ 
Yes 100 100 50 100 150 100 
All the respondents replied in affirmative to 
this question. Though every village does not have a 
separate school but there are atleast one school so located 
that it was assessible to ten or more nearby villages. 
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10. Attitude of teachers/officials towards villagers 
Men 7o Women Total 7o 
Encoura-
ging 12 12 04 08 16 10.6 
Helpful 20 20 14 28 34 22.6 
Indiffe-
rent 60 60 35 70 130 86.6 
Discou-
raging 10 10 12 24 22 14.6 
When asked about the attitude of the teachers 
towards villagers, 12% men and 8% of men felt that their 
attitude was encouraging. 20% of men and 287o of women felt 
that they were somewhat helpful towards their students. 
While 607o men and 707o women felt that they are indifferent 
towards their students. 107o of men and 247o of women felt 
that their attitude is discouraging towards students. Only 
10.67o feel them encouraging. 227o felt them as helpful, 
86.67o feel them as indifferent towards them while 46.67= 
felt that their attitude is discouraging. 
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11. Effectiveness of literacy advertisements on the rural 
masses 
Men 7o Women % Total 7c 
Very 
effective 10 
Effective 12 
O.K. 30 
10 
12 
30 
03 
10 
12 
06 
20 
24 
13 
22 
42 
0 8 . 6 
14 .6 
2 8 . 0 
Not 
effective 48 48 25 50 73 48.6 
This question was asked to assess the 
perception of the respondents regarding the effectiveness 
of the advertisements aired by the Government and other 
private organisations. To this, 107, men felt they are very 
effective and 67o women felt them as very effective. 127, men 
and 207c, women feel they are effective. 307, of the men said 
they are O.K. while 247o of women feel them as O.K. a 
sizeable number of people i.e. 487 of men and 507 of women, 
that they are not effective. 
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12. Suggestions for making the advertisements effective : 
(a) to make them more interesting. 
(b) to make them inaccordance with the life style 
and culture of the villagers. 
(c) to make them more simple and direct. 
(d) the advertisements should be placed at the 
right time and through the right media such as 
in between movies, chitrahars, etc. 
13. Suggestions for making literacy programmes more 
effective : 
Some of the common suggestions given by the 
villagers for the improvement and effectiveness of the 
literacy programmes are given below : 
(a) Give free books 
(b) Give proper facilities in the schools 
(c) To improve the infrastructure and the entire 
system at the grass root level. 
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C O N C L U S I O N S 
Despite the repeated airing of 
advertisements on literacy, large number of people 
in rural areas are still unaware accorded. Those who 
are aware of it can not recall it properly. This 
shows the villagers are indifferent or are not 
interested in watching and understanding them. On 
the other hand it can also be concluded that people 
are not able to pick up the subtule message in these 
advertisements. 
There seems to be a strong urge amongst the 
people to get themselves educated. This shows they 
do realise the importance of education. Their urge 
to study can be materialise by giving them right 
conditions and proper basic facilities. By giving 
right incentives and infrastructure they can be 
motivated to study. 
Despite the day long hard work most of the 
people think they can find the time to study. The 
only thing they expect is that the education should 
be easily assessible and should cost them nothing. 
24 
Those who think they cannot find the time to study 
is more because of their age rather than their 
occupation. 
Though the awareness about National literacy 
mission was low amongst villagers, their awareness 
about adult literacy was very high. Inspite of this, 
the only adult education centre in the area lie 
dormat with hardly any official to look after it. 
This lack of consistency creates an information gap 
which results into villagers getting this 
interested. The advertising is playing its part 
successfully but unless the government take some 
action on its part and provide basic facilities at 
the grss root level the unawareness in the villagers 
will be there and they will not be interested in the 
literacy programme. 
The awareness about the adult literacy 
programme was the highest. This shows that this 
programme has had its impact in the rural areas. But 
this cannot only attributed to advertising because 
adult education centres were established in these 
areas, though with lesser regularity. 
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The replies to this question shows that 
people are aware about the T.V. or any other 
advertisement on literacy as 53.37c, of the population 
can recognise or are aware about atleast one 
advertisement on literacy. 
The replies to this question shows that 
people do realise that there are apparent benefits 
of showing the advertisement on literacy. The 
multiple responses given by the respondents 
indicates that people think that these ads. create 
and increased awareness, that they motivate people 
to get themselves educated and they help to improve 
the standard of living. 
The replies to this question shows that 
people even illiterates to realise the value of 
literacy has to offer them. It can help to realise 
knowledge and hence awareness, so as to prevent 
exploitation at the hands of others. It can help 
them to lead a better life and better care of their 
kids. Though people may not be conscious of the fact 
but can be attributed to the repeated exposure to 
the media. 
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Though the schools are their in the 
villagers, the distance in some areas could be 
formidale. Moreover there are no separate schools 
for Girls, that is why the enrolment of the girls is 
found quite low. 
T.V. serial like Chauraha which was launched 
to promote literacy hardly had any impact. Only 6.6% 
people had seen it and even they could not recall 
what it was. about. This observation calls for a 
greater number of T.V. serial and advertisements on 
literacy and these should be more interesting and 
should be shown on continuous basis. Awareness about 
operation black board and Jana Shiksha was very low 
showing their no impact at all on the respondents. 
Most of the literacy advertisements are 
designed to lure volunteers to come to villages and 
teach illiterate the literacy advertisements are 
also designed to attract voluntary organisations, 
youth institutions etc. 
The attitudes of the teachers and officials 
is by and large in different towards students. A 
large number of respondents (86.6%) feel they are in 
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different. There is a clear lack of awareness 
amongst the teachers in the villagers. Their in 
different attitudes can be attributed to three 
factors. 
1. Low morale comes from the lack of facilities 
and financial incentives. 
2. Lot of politics prevailing in the villages. 
3. The other factors is that most of them have 
other occupations to supplement their 
income. 
As for literacy officials, they seldom visit 
these villages, as a result of this government run 
literacy programmes suffer. If they do visit 
villages for inspection they would get the real 
picture and look after the short comings in the 
literacy programmes. Village Pradhans as opinion 
leaders in the villages are not involved in 
promotion of literacy. 
The problems in the villages continue to be 
set the villagers. Lack of money and time seems to 
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be the major problems because most of the people are 
either labourers in nearby industrial units or they 
are engaged in agriculture. Their average income are 
not enough to provide for education and living. 
Besides this, proper facilities are not available to 
these people. 
As far as effectiveness of the literacy 
is concerned, is below the target. This can be 
attributed to some reasons given by the villagers 
such as : 
(1) The advertisements are not effective because 
the villagers neither have the time nor 
inclination to watch these advertisements. 
These advertisements to not give direct 
messages and use sutule ways to convey 
messages which are not understood by the 
villagers and hence are of no use. 
(2) The advertisements based on literacy would 
take sometime before their impact is clearly 
visible. 
(3) The respondents felt that these 
advertisements should be made more 
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interesting so that people may enjoy 
watching these advertisements. 
Apart from the above reasons, the adverti-
sing could only be made effective if the conditions 
at the ground level are improved. The continuous 
efforts of advertising will go waste until it is 
provided supports services by the people involved in 
the grass root level. 
If there will be a coordination between 
advertising and the people on the local level, the 
literacy programmes can become successful and it can 
bring greater awareness in the people and hence they 
will be motivated to get educated. 
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RECOMMENDATIONS 
(1) Though the advertisements can create an 
awareness amongst the people but the 
programmes will not succeede unless the 
efforts are equally matched at the ground 
level. Literacy advertisements seem to be 
suffering from this serious malady. While 
the advertisements beautifully capture the 
moods of the people, the conditions at 
implementation level remains appalingly 
pathetic. Whatever facilities are available 
in the schools, remain unutilised or simply 
go waste. To improve the things at the 
ground level what needs to be done is to 
create separate educational services for the 
rural masses. 
(2) The advertising people should chose the 
correct time and right media for the 
awareness purpose. The literacy 
advertisement should be made more effective 
and should aired in between a T.V. serial, 
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movie or any other programme which attracts 
masses. 
(3) The advertisements should also be 
concentrated on the institutions and people 
involved in carrying out the literacy 
programmes at the village level, which are 
very much involved in promoting the literacy 
programmes run by the government. 
(4) It has been seen that when and new 
advertisement is launched it does well for 
sometime and then fizzles out. This is 
because people loose interest it it. Thus 
the there is a need to sustained its life 
and vigour by continuous airing of it 
through different medias so that there is no 
information gap. 
(5) As we saw the awareness is quite low for 
literacy advertisements. This shows that 
literacy advertisements need to change the 
method of conveying messages and make it 
more simple direct and to the point. There 
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is also a need for interesting T.V. serials 
on literacy because people watch T.V. shows 
with great interest. 
(6) Literacy advertisement have not been able to 
attract many volunteers, atleast in this 
part of U.P. This shows that the 
advertisement message should use some other 
means to attract the teachers and workers. 
Specific advertisement depicting the role of 
panchayat or villages should be devised and 
aired. 
(7) Free education, free books and easy 
availability of other basic facilities will 
certainly help in the improvement of the 
programmes. Separate schools should be open 
for girls and women to make a dent on female 
literacy. 
The impact of advertising is seen in this 
area but not convincing and below the expectations. 
But we can not simply blame the people involved in 
advertising for it unless the government provides 
basic facilities good infrastructure and dedicated 
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workers, the efforts of social advertising will go 
useless. 
It will take time for the campaigns 
involved in literacy, to leave their impact but if 
their will be proper and continuous promotion of 
literacy, the people will get aware and will be 
attracted and motivated to get themselves educated. 
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QUESTIONNAIRE IMPLEMENTED ON OFFICIALS CONCERNED 
WITH LITERACY PROGRAMMES 
(Based on purposive sampling) 
(\) Majority of the respondents felt that they 
dont have adequate work force to implement the 
literacy programmes. The officials felt they lacked 
trained teachers in this area and they do not get 
volunteers to help them in spreading literacy. 
They are not satisfied with the number of 
volunteers assigned to the job. 
(2) The level of workers varies from matric to 
intermediate pass. But the education level of the 
teachers has been fixed to atleast graduation. Most 
of the workers belongs to low economic strata. 
(3) Asked about the awareness level of workers/ 
teachers regarding literacy programmes and 
advertisements, most replies varied between low and 
okay. Very few officials felt that those at the 
grass root level were highly aware of these 
advertisements. 
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The reasons were lack of attention, lack of 
motivation and day to day struggle. It was 
surprising to see that most of the teachers 
interviewed in this area were unaware about latest 
government run literacy programme. 
(4) Most of the replies in this question ranged 
between effective through O.K. to not effective. 
Very few officials felt that these advertisements 
were very effective. Those who felt these 
advertisements were effective said that there is a 
change in the attitude of the villagers and these 
advertisements will slowly but definitely leave 
their impact. Some who felt them O.K. said these 
advertisements were not able to motivate the 
villagers properly and need a change. Those who felt 
these advertisements are not effective said 
villagers don't have the time and interest to watch 
these advertisements. 
(5) Some officials thought that changes can be 
brought about in these advertisements to make them 
more effective. They felt that these advertisements 
should be made more interesting so that people may 
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enjoy watching these advertisements. Some felt that 
catchy tunes should be used for conveying messages. 
They said languages used should be very simple and 
direct. They felt the ads. should be so designed so 
that they could motivate the college and school 
students to teach the illiterates. The 
advertisements should be designed in such a way that 
the villagers could percieve the ads. according to 
their life styles and culture. 
(6) Almost all the officials concerned with 
literacy were unanimous that strong financial 
incentives would bring about greater motivation 
amongst the workers. Some suggested that the local 
influential person should be responsible to carry 
out the task in the respective village and make the 
villagers understand the messages conveyed through 
the campaigns. 
(7) Most of the officials felt that the funds 
allocated for the literacy programmes are adequate 
but their use should be properly monitored and the 
distribution at the grass root level should be 
proper. 
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(8) When asked about the problems faced by the 
officials in implementing the literacy programme, 
the most serious problem they face is un-necessary 
political interference, proper monitoring and 
handling of the programmes is hampered due to 
political interference. 
Lack of motivation among workers was also a 
problem for the implementation of these programmes. 
In different attitude of the teachers at the local 
level is also a serious problem. 
(9) When asked about their suggestions to make 
literacy awareness programmes more effective the 
officials came out with several suggestions -
Improve conditions at the ground level 
Their should be a monitoring agency based in 
rural areas. 
Make Gram Panchayats more responsible and 
involve them in a greater way. 
To make the airing of the campaigns more 
frequent and on the continuous basis. 
The literaicy advertisements should be made 
more interesting in accordance with the 
perception of the villagers. 
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